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Abstract:

These research papers address an important and vital marketing issue, which is the study
of the determinants of consumer behavior and understanding the psychology and
sociology of the buying decision as a strategic competitive advantage, considering the
profound developments and radical transformations, and within the dynamics of
electronic computing and the contexts of physical cyber systems. The professional
marketers and ambitious merchants aspire to generate additional sales and improve profit

g Gyl ¥
286


mailto:tguendouz@ut.edu.sa

ISSN 2602-7321/ EISSN 2773- 2649 4;alaidy) g 4. o318l ciluad jal) dlaa

323-286 e -0 01 zaxd) 09 :alaal) 2026 4w

o) oL 2k slal e Saalizall JUEY I (gaulsil) o likal) olSH) ciliajlsda dage e eludll 431 45 dadail)

«Aail) Alat)

margins by increasing the level of satisfaction and loyalty. The study concluded that
marketing management spares no effort in harnessing information technologies and
learning machines, and exploiting generative artificial intelligence algorithms in general,
and large language models and virtual assistants in particular, in order to anticipate the
needs and requirements of shoppers within the framework of customer experience
management and hyper-personalization, especially after the birth of the era of the
intention economy as an extension of the attention economy, where computer innovations
contributed to raising the efficiency and effectiveness of predictive modeling of
purchasing intention, and the resulting prosperity of marketing performance indicators
such as Customer lifetime value and the retention rate, but on the other hand there are
serious concerns and challenges surrounding these targets, which is known as ethical
responsibility and the protection of privacy and independence.

Key words: Consumer Behavior, Purchase Intention, Generative Al, Intention
Economy, Predictive Modeling.
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